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ABSTRACT 丨‘ 
The dynamic world nowadays brings us benefits of improving quality of life through 
technological advancements, and also challenges to get used to the fast changing 
environment, especially to the business world. Companies that want to be successful 
need to understand customer needs and fulfill them. With the support of rapid 
improvement of technology, companies are more capable in product/service 
innovation to achieve superior quality, innovation and customer responsiveness. This 
leads to more and more innovative products and services launched nowadays, and 
makes marketing strategies for innovative products very important. 
The first step in commercialize an innovative ideas should be the market research on 
the market potential of the product/service. In this paper, we are going to study the 
market potential and marketing strategies for innovative product, with WebTV 
chosen as the object of analysis and China as the market. 
We provide the analysis from different perspective, including Environment, Product 
Features and Functions, Consumer Behavior and Company, based on: 
(1) Primary data from a survey of 155 sample size, studying consumer behavior and 
perception of TV, Internet and WebTV 
(2) Secondary data from literature research on more than 40 sources. 
The SWOT Analysis and Recommendations on marketing strategies are derived. 
Based on the above-mentioned analysis, we conclude that there is a considerable 
potential market of WebTV in China by the 
(1) Favorable Environment: with high penetration rate of TV, increasing popularity 
of Internet, improving technological infrastructure and governmental support 
(2) Attractive Product: various product features and function fit customer needs and 
match the trend of customized entertainment in China 
i i i 
(3) Numerous competitors: numerous high quality companies emphasis on 
fulfilling customer needs to remain competitive. 
Based on the SWOT Analysis, the strengths of the company included reputation, 
manufacturing and R&D capabilities possessed by Microsoft, WebTV Networks Inc., 
Philips and Legend, while the weakness are lacking China networking and market 
knowledge 
Due to the rapid changing environment, several opportunities and threats aroused. 
The opportunities included changes in telecommunication technology, which 
eliminates the speed constraint; and changes in consumer behavior, which leads to 
the interest in surfing Interact. And China's entry into WTO brings opportunities of 
deregulation and threats of more intense competition. 
Last but not the least, the major recommendations on 4Ps are derived: 
(1) Product: Continuous investment in developing user-friendly product/service and 
improves the unsatisfied product features mentioned in the paper. To reduce the 
perceived in purchasing new products, after-sale services should be emphasized. 
(2) Price: The price setting should be based on the Disposable Income of Chinese 
Households and Market Prices of PCs. 
(3) Promotion: The promotion activities included informative advertisements to gain 
recognition of customers and trial period to reduce the customer perceived risk 
barrier in purchasing innovative product. 
(4) Place: To gain WebTV recognition and awake the need of customers, the 
distribution channel should be the one of related products — TV 
The more detailed discussions will be followed in this paper. 
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PREFACE 
Importance of Market Potential Study of Innovative Product 
In these few decades, the world has been developed at a higher speed in the political 
system, economy system, business environment and technology. This not only leads to 
more open environment for doing business, but also a more competitive situation. For 
a company to retain competitiveness in this challenging business environment, it 
should possess competitive advantage, such as superior efficiency, quality, innovation 
or customer responsiveness.' As the environment nowadays is dynamic, technology is 
improving speedily and customer's needs are changing rapidly, the importance of 
innovation is aroused. Most of the reputable companies spend a lot in Research & 
Development to provide superior and innovative products and services for better 
fulfilling customers' changing needs. When a company got a good idea, it should 
commercialize the idea and study the market potential of a particular product in a 
particular market to ensure success of the resulted product/service. Therefore, the 
market potential study of innovative product is more and more important nowadays. 
I Strategic Management: An integrated Approach, Charles W丄.Hill & Gareth R.Jones 
XXXV China as a Emerging Market 
Due to the improvement of economic systems in Asia during recent decades, the GDP 
of Asian countries is contiguously growing at a high rate. There was region-
wide 6.2 percent growth in 1999^. This makes Asia an attractive market. 
With the highest population of over 1.2 billion and improving GDP, which increased 
7.1% to 902 billion US dollars in 1999^, China possesses large potential for business. 
Lots of companies prepare to catch the chance to invest in the market. 
Market Potential Study of WebTV in China 
Based on the above-mentioned reasons, this thesis is going to study the market 
potential of innovative product in China. To be more specific, WebTV is chosen as the 
study object. 
In this study, there will be an analysis on the existing situation of WebTV in the China 
market and then a research on the Chinese consumer perception of WebTV. The 
objectives are not only determining WebTV's market potential, but also understanding 
the Chinese customer perception and behavior towards innovative product, through the 
study using WebTV as the object. There will also be some recommendations on the 
marketing strategies of innovative product entering China at the end of the paper. 
‘ N e w s Releases, Asian Development Bank, 26th April 2000 




Business Environment of WebTV in China 
After the continuous improvement in the economic system in China, people are gettine 
richer. The annual per capita disposable income of urban households was 6,280 yuan 
in 2000’ a real increase of 6.4 percent."^ This resulted in the strengthening purchasing 
power of Chinese customers. Concerning the current TV market in China, it has 
witnessed rapid growth, with a production growth rate of 19.5% p.a. in the past five 
years. By 1999, there are over 500 million TV households. The color TV penetration 
rate exceeds 90% of the population in China, and that of urban areas and rural areas 
are 100% and 30% respectively A 
Except the high TV penetration rate in China, the growth in Internet and online 
services is expected to explode in the region over the next few years, propelled by a 
surge in computer sales and an incremental drop in telephone and Internet access fees^. 
According to China Internet Network Information Center (CNNIC), China had "over 
10 million" Internet users in 1999. 
The region as a whole has a much higher penetration rate of television sets than PCs. It 
suggests that Internet and online service delivery through this medium, in the form of 
‘ S T A T I S T I C A L COMMUNIQUE OF THE PEOPLE'S REPUBLIC OF CHINA 
ON THE 2000 NATIONAL ECONOMIC AND SOCIAL DEVELOPMENT 
5 /www.ing-beijing.com 
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digital, interactive TV, become much more effective than through traditional PCs 
and copper wires. While the PC will still be a personal tool, digital TV is a much 
better fit for a community-based society such as Asia. Interactive entertainment, 
education, community information and health care are going to be killer apps in this 
part of the world. 
Product Description of WebTV 
WebTV is a set-top computer box, which brought Internet services to television 
viewers. It is another media alternative for the customers. 
It allows the customers to surf the web and have e-mail while watching television, or 
vice versa. Customers can watch the TV programs and simultaneously accessing a 
website where they get related information of the program. 
There are some accessories to the core product, such as remote control and wireless 






Methodology for the study 
This thesis is studying the market potential of WebTV in China, in order to determine 
whether there is a profitable market for WebTV, understand the Chinese customer 
perception and behavior towards an innovative product and eventually recommend on 
the marketing strategies of an innovative product entering China. 
To achieve these, the study is composed of the following parts: 
(1) External/Environmental Analysis: 
There are analyses on China's demographic statistics and the competitive situation 
of WebTV market, by research on secondary data such as governmental statistical 
research, database research and library research. 
(2) Product Analysis: 
The detailed evaluation of the core product, Set-Top Box, and its accessory product 
is carried out with the support of secondary data from newspapers, magazines and 
suppliers' website. 
(3) Customer Behavioral Analysis: 
Customer Behavior and perception towards WebTV are studied in two approaches. 
The primary data are obtained through a survey specially designed for this study. 
Besides, there is research on the secondary data from newspapers, magazines and 
xiv 
related websites. 
(4) Company and Competitor Analysis 
To gain some more insight, there is study on the company providing the WebTV, 
which are Microsoft and WebTV Network Inc. Through the core competencies 
possessed, competitive advantage achieved and strategies used by the company, we 
can find out whether these helps create the customer need and enlarge the market 
potential. 
Then，there is a competitor analysis using Microsoft and WebTV Network Inc. as 
the focal firm, in order to keep an eye on what other competitors are doing in this 
embryonic industry, which in turn lead to improvement on competitive strategies. 
(5) Survey 
As mentioned before, WebTV is an innovative product and the business is on the 
embryonic stage, there is not much secondary data for reference. To gain more 
insight of the Chinese consumer behavior towards WebTV, a survey is carried out to 
seek information directly and primarily from the potential customers. 
(6) SWOT Analysis 
From the primary and secondary data source mentioned above, we got ideas about 
the market potential of WebTV in several perspectives: environment, product, 
consumer behavior and company. The SWOT Analysis would be conducted then. 
(7) Recommendation 
Finally, recommendations on marketing strategies: Product, Price, Place and 
Promotion will be concluded. 
XXXV 
Methodology for the Survey 




Determine Research Design 
Y 
1 
Design Data Collection 
Method and Forms 
V  
Design Sample and  
Collect Data  
V  
Analyze and Interpret Data 
Prepare the Research Report 
， M a r k e t i n g Research: Methodological Foundations, Gilbert A. Churchill 
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Formulate Problem 
The research problem is to access the market potential for WebTV in China. In 
order to achieve the objectives of this research, we conduct a survey to study the 
customer behavior towards WebTV. For the concern that people may not be familiar 
to this innovative product, WebTV, the study starts with the customer behavior 
towards the highly related existing products, which are TV and Internet; And then 
continued by the customer behavioral study on WebTV itself. 
The problem is further divided into inter-related three parts. 
^ WebTV ) 
I Internet j 
Determine Research Design 
There are three types of research design, exploratory research, descriptive research and 
causal research. In this study, the purpose is to describe the characteristics of people 
who are willing to try the innovative product, WebTV. Therefore, Descriptive Research 
is chosen^. 
There are two types of descriptive studies. The basic vision is between longitudinal and 
cross-sectional designs. While longitudinal study relies on panel data and provides a 
series of pictures, the cross-sectional design provides a snapshot of the variables of 
interest at a single point in time. Due to time constraint and sample availability, 
cross-sectional design, or sample survey is selected. 
g 
Marketing Research: Methodological Foundations, Gilbert A. Churchill 
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Design Data Collection Method and Forms 
The data for Chinese customer behavior towards WebTV is specific, which can hardly 
be found as secondary data, so the primary data is obtained. There are two ways in 
obtaining primary data, communication and observation. As communication provides 
not only greater degree of control over data-gathering activities, but also faster and less 
costly mean of data collection, it is chosen as the data collection method. 
Questionnaire Design 
A disguised, structured and self-administered questionnaire was adopted. It not only 
gives us the advantage of versatility, objectivity and accuracy of data in the shortest 
time and at the lowest cost, but also simplify the administration, tabulation and analysis 
processes. A disguised-questionnaire can provide us with a result that is largely 
independent of the subjects' awareness of the aim of the survey and avoid them giving 
us the desired survey results. The questionnaire does not include any embarrassing or 
humiliating questions so as to enhance the reliability of the data collected. And it 
mainly focuses on fixed-alternative questions, which can ease the editing, and coding. 
To have a concrete idea on the accuracy of the questionnaire, a pretest with 10 samples 
has been done through e-mail to check whether the questions could be filled in 
properly. 
The questionnaire is categorized into three parts, due to the fact that WebTV is an 
innovative product with few people having the purchase experience. The two closely 
related and popular products, TV and Internet, are used as the media leading to the 
analysis of WebTV. The consumer behavior and perception of TV and Internet are the 
first and second part respectively. The third part will be the core part, asking about the 
4Ps-related question, the perception, expected usage of WebTV and even the purchase 
x v i i i 
about the 4Ps-related question, the perception, expected usage of WebTV and 
even the purchase experience of WebTV, in case there are interviewees who are 
WebTV users. Finally, the demographic part provides the basis for cross-analysis, 
which in turn lead to the clearer definition of market segment in terms of 
demographic characteristics. 
Due to fact that we intended to perform the data collection among Chinese people in 
Mainland China, and that the general requirement for this report is a hand-in in 
English, it has been necessary for us to perform a translation of the questionnaire 
from English to Chinese. 
To ensure a correct translation into Chinese and verify that the Chinese version of 
questionnaire had indeed retained its original meaning in English, a hand-picked 
member outside the research team with a fluent level of English and Chinese, was 
assigned the task of translating the questionnaire back into English. After the 
comparison between the questionnaire in original English version and that in 
translated English version, there are only slightly different wordings that carried 
basically the exact same meaning, and the questionnaire was therefore deemed ready 
to be used in practice. 
Design Sample and Collect Data 
The population of this sample survey is defined as the Chinese population. And the 
sampling plan used is probability sample — Simple Random Sampling. The 
population distribution is assumed as normal distribution for its large size of 1.2 
billion. 
For the sample size, it is calculated as follow: 
n = ( z W ) * [ p * ( l - p ) ] 
Actually, there are three factors affecting the sample size. First of all, the sampling 
x i x 
the estimating interval, which is called perception, should be considered. Thirdly, we • 
should consider the desired degree of confidence. 
In this survey, there would be a statistical estimation on the proportion of potential • 
WebTV users. 
To have a higher confidence, acceptable perception of our results and sufficient sample 
size, we decide the values of the three factors as follow: 
(1) p=0.5, q=0.5 
The highest variance, that means the proportion of people who are 
potential WebTV users, p is 50% and the proportion of people who 
are not potential WebTV users, q二 1-p =50%, to ensure sufficient 
sample size. 
(2) Perception, H=10% 
(3) 95% confidence (z=1.96) 
When inserting them into the following formula, the sample size is: 
n = ( z W ) * p * q 
=(1.96^)/(0.10^)*0.5*0.5 
=96 .04 
It is decided to have at least 100 useful replies and totally 200 questionnaires should be 
sent to ensure the receival of 100 useful replies. 
To ensure the samples are chosen randomly and the relatively long questionnaire will 
be fully filled in, the questionnaires are distributed among people known. With the 
network of friends from mainland China, 25 questionnaires are sent to these friends. 
They then forward the questionnaires to the people known and are willing to help. With 
the expectations of 7 people on average every friend can forward, the sample size will 
XXXV 
be large enough to ensure statistical sound analysis. 
Limitation 
There are several limitations in this survey and the major ones are as follow: 
Firstly, as WebTV is an innovative product, there are relatively few people having the 
purchase experience of it. There can only be an indirect analysis method through the 
study on the two closely related products, TV and Internet. 
Secondly, China is big and diversified in both geographic and cultural perspective. It is 
difficult to seek considerable amount of people from various places and backgrounds to 
form a highly representative sample. Due to the time limit and budget constraint, there 
is a survey with 200-sample size done by e-mail. 
Thirdly, to avoid the impatience of interviewees in filling the questionnaires, which 
may lead to inaccurate result in the survey, the number and complexity of questions 
asked are minimized. Only those essential and necessary are included. 
Lastly, as WebTV is the industry on embryonic stage, most of the companies are not 
well developed yet. This limits the data availability of the company information in this 
industry. 
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CHAPTER 3 
EXTERNAL ENVIRONMENT 
WebTV is an innovative product allowing people to use Internet services through TV, 
in short. As it is a brand new product, instead of studying the external environment of it 
directly, there are indirect study through the analysis of the external environment of its 
closely related products, TV and Internet, instead. By these results, we can make some 
reasonable assumptions for the external environment for WebTV. 
Current Environment of TV Industry 
Since the early 1980s, Chinese consumers have experienced rapid income growth. And 
as the Chinese culture encourages saving, Chinese people normally have some saving 
after the spending for their basic need fulfillment.(now hold an average of $500 per 
person in savings in 1997). However, China has yet to develop reliable investment 
channels, most of these funds do not enter the financial market. These savings are also 
insufficient to buy apartments or automobiles. They are only adequate to splurge on 
electronic consumer goods such as televisions, stereo systems, VCR and VCD 
equipment and computers. 
According to a report in the China Entertainment Network Newsletter, a survey, taken 
by China Central Television (CCTV) in June 1997, states that China has 317 million 
x x i i 
TV sets with 1.094 billion viewers.9. By 1998，Television ownership exceeds 90% of 
the population in China, and the TV household penetration rate is reaching 100%. 
Among the TV viewers, there is almost 35 percent of households in areas with TV 
penetration subscribe to cable in 1998，reached over 80 million cable subscribers; and 
the number of cable TV subscribers continues to grow at a 10 percent rate per year. 
SARFT forecasts that cable subscriptions will reach 120 million by 2001，with a target 
of 180 million by 2010. 
The great advantage here is that many Chinese homes already have TV cable installed, 
which facilitates the first widespread use of truly interactive television that need the 
cable modem. Cable television operators are rapidly installing special cable modems 
that connect a home PC to TV cable. Such massive distribution of the Internet to the 
home will totally revolutionize home entertainment and bring critical mass to 
business-to-consumer Internet-based marketing. 
External Environment for Internet 
The total value of the Asian telecommunications market has reached US$400 billion. 
Most countries, except Indonesia, have recovered from the Asian crisis. Growth in 
telecommunications is back in double-digit figures in most of the region. A report 
about the prognostications of growth in global Internet use released in 2000， 
eTForecasts, tracked Internet use and PC markets in countries around the world. The 
report suggested that although the US still leads, the fastest growth is now occurring 
elsewhere on the globe, particularly in Asia. And China will become second only to the 
US in total number of Net-connected citizens by 20051� 
Asia has now over 70 million Internet users, growing to 400 million by 2005. China 
9 China Entertainment Network Newsletter 
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alone is growing by 1 million Internet users per month and there are over 4 million 
Internet hosts. The number of Internet users in China nearly doubled to 17 million in 
the first half of 2000. According to the survey by the China National Network 
Information Centre (CNNIC), there were 8.9 million Chinese Internet users at the end 
of 1999，but the number leapt to 16.9 million by the end of June, showed. The Web has 
boomed over the last two years in China. Analysts at eTForecasts said that, by the end 
of this year, China will be ranked fifth in total numbers for Internet users. Although the 
future growth is partly hampered by poor infrastructure and outdated regulations, we 
can still foresee the huge potential internet market in China. 
To gain more insight, there is a reference of research by Interactive Audience 
Measurement Asia. The research shows that Growth is being driven by new, young 
users, over 56 percent of those surveyed had begun using the Internet within the last 12 
months，with the largest number of newbies coming from ages 20 and under. In line 
with those figures, 25 percent of China Internet users reported having no income,. 
Besides, while Shanghai trailed with only 14 percent penetration, in terms of actual 
users, Shanghai placed just behind Beijing for online population. Actually, analysts say 
that the potential computer and Internet market in Shanghai, a city of 17 million people, 
is huge, with nationwide demand for PCs growing by up to 80 percent a 
year ' Ind iv idua ls now account for about half the city's cyberspace surfers, 
Despite its tremendous growth, the Internet remains out of reach to many consumers in 
China because of the high cost and complexity of a personal computer. 
eTForecasts 
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Technological Environment 
The environment surrounding us is changing more rapidly, one of the major reasons is 
the rapid technological change, which always leads us to a higher quality of life. In the 
recent decades, one of the biggest technological changes must be the Computer and 
Internet. Internet industry is in its growth stage and this could be facilitated by the 
broadband technology. Optic fiber Brandwide technology has given Internet access 
extensive capacity and Speed advantages. Broadband generally refers to a data 
transmission speed above 1 Mbps, and for most multimedia services, especially the 
interactive entertainment services, a broadband network is required. 
Currently, most PC modems connect to the Internet at about 56 Kbps. Telephone 
dial-up, still the most widely used platform for Internet access in China, is constrained 
by its narrow bandwidth. This limits its capacity for data transmission. The cable 
network, alternatively, has broad bandwidth that provides Internet access speeds of up 
to 10 Mbps, 50-100 times faster than telephone-based modem technologies. 
Furthermore, a cable connection does not interfere with normal telephone usage, 
allowing easy Internet access and eliminating dial-up delays. 
To keep pace to the technological change, China has spent more than RMB200 billion 
building cable TV transmission networks that span 2.5 million kilometer, with a total 
optic-fiber length of over 3 hundred thousand kilometers during the past few years. At 
the end of 1999，almost 70% of cable homes use 550-750 MHz HFC (Hybrid Fiber 
Coaxial) technology. This new bandwidth allows for the delivery of more channels, 
digital and HDTV programming, with a wider diversity of content and niche 
programming (sports, education, financial news, etc.), and interactive services, such as 
video-on-demand, TV shopping, service hosting and e-commerce. 
“http://www.sh.com 
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Improvements to telephone line capability, both through the installation of new fiber 
optics and the use of new technologies, are critical to the telecommunication revolution. 
Speed will not be the constraint again., viewers can access the Internet instantly, This 
means that viewers will be much more inclined to view the web throughout the day and 
night, since access will be painless and instantaneous. Broadband satellite is the answer 
for connection in these remote areas. 
There are also technologies enable people to hear, speak and smell online, such as 
telephony technology allowing computer users to make a call to a regular telephone via 
the Internet. This can not only improve the popularity of Internet and internet-related 
products like WebTV, but also revolute the daily life of people. 
Conclusion 
The Internet is spreading much faster than television did when it first invaded the 
American scene in the 1940s and 1950s. One reason, certainly, is price. Television sets 
in 1950 were $400-$500 and those were 1950s dollars. Now, people can get a good 
computer for a couple hundred dollars. And now, WebTV is providing a even lower 
cost alternative for media providing information, entertainment and internet access. 
Based on the analysis above, there are huge market potential of WebTV in China. Even 
though Internet population continuously increases, the TV population is still much 
higher than it, especially in China. The household penetration rate for TV's of 100%, 
cable TV subscriptions grew from 13 million in 1990 to over 80 million today, which 
represents one quarter of all Chinese households. This can indicate the huge potential 
market for TV-related devices like WebTV. 
Despite the tremendous growth of Internet population, the Internet remains out of reach 
to many consumers in China because of the high cost and complexity of a personal 
x x v i 
computer. The penetration rate is just 4% for PCs, let alone has Web access. Only 
Simplicity and low-cost could crack the elusive consumer market and transform the 
Internet into a truly universal communications medium. US start-up WebTV Networks 
unveiled a set-top box that allows those without a PC to surf the Net using their TV, 
phone line and a remote control. Give the room for marketing WebTV, a more 
affordable alternative. 
Besides, the Internet continues to evolve into an entity that the general user finds 
attractive, and many young users even have the thinking of the Internet as a necessity 
of life, it is no wonder that companies see more positives ahead. Television industry 
interest in interactive TV programming is on the rise. According to Josh Bemoff, 
analyst at Forrester Research Inc., as quoted in Newsday, "Interactive TV has gone 
from being a laughing-stock to becoming a potentially massive revenue generator." 
Many companies are optimistic to the market potential of WebTV in China. According 
to OpenTV, the world's largest maker of software and set-top boxes for digital 
television,^^Asia will be the world's biggest market for interactive television by 2005 
and Mr. Andersson, senior vice-president of worldwide sales at the chipmaker, believes 
that China will be the trendsetter in the 21st century. He also quoted statistics 
predicting that in 2003 the PC's popularity as an Internet link would be overtaken by 
devices such as set-top boxes, which turn televisions into Web surfing tools. By 2005, 
there would be more than 300 million PCs in use - compared with more than 800 
million for all other devices. 
Furthermore, the changes in governmental environment are beneficial to the industry. 
China has passed laws to keep pornography --- and material that the government views 
as subversive — off the Internet. Nonetheless, the government in Beijing has 
12 Asia interactive TV leader by 2005; Software and set-top box maker predicts sheer numbers will push 
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encouraged the rapid spread of Internet. And China's entry to WTO will lead a series of 
deregulation, including those in telecommunication industry. This surely makes the 
competition more intense. 
Ultimately, the Internet will be larger in its effect on society than television. TV is 
about leisure and entertainment. The Internet has an effect on the way people leam, 
work and play. There is vast market potential for not only low-cost Internet appliances, 
but also many competing technologies. The research company IDC predicts there could 
be 22m non-PC Internet devices in the year 2000, most of which will be 
consumer-oriented, such as set-top boxes, phones and Internet kiosks. The consumer 
market for Internet appliances is very much bigger than the desktop PC market. 
region to top of rankings LOAD-DATE: April 18, 2001 
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CHAPTER 4 
PRODUCT INFORMATION 
WebTV, or set-top box, this uninspiring name loosely describes a device that sits on top 
of the television set and, through phone lines and a connected keyboard magically 
transforms the television into a Web surfing device. And the operation of set-top box is 
supported by the accessories, such as WebTV specified remote control and wireless 
keyboard. Apart from the tangible products, there are intangible services provided, 
such as 24-hour long term support with a personal WebTV expert and Certified 
Technology Consultant. 
WebTV Product Features 
An Internet television set-top box can not only enable the interactive functions on a 
conventional television, but also be the most direct way to bring the Internet to the 
masses due to the low-cost and simplicity of the product nature. With this set-top box 
and the advances in broadband Internet technology and digital broadcasting, television 
pictures are sent digitally down the telephone line. TV will be available through 
interactive devices, which are bundled with linear TV broadcasting services, Internet 
access and e-mail. 
WebTV is supposed to feed our homes with everything we need in one form or another, 
by pumping in a continuous selection of TV programs, music videos, movies, games 
x x i x 
and allow us to communicate electronically and receive banking, online shopping 
services through a few clicks of a button, and without unnecessary traveling, queues 
and time constrains. The highly customized nature may even allow users to determine 
the endings of programs they choose to watch. Besides, Switching the television to 
set-top box mode, or AV, was simple enough - a button on the remote control. 
You can have more control on the choice of entertainment with less time constraint. For 
example, you can set your Internet Terminal to retrieve seven days of TV listings 
automatically each night, in order to find programs of interest anytime within the next 
seven days. Interactive television enhances a program with content and services to 
create a more engaging, personalized experience for viewers. Your WebTV Internet 
terminal also allows you to save your favorite TV channels, schedule TV show 
reminders, fetch more in-depth Program Information, voice opinions through online 
voting, chat with other show fans and VCR programming. There is also an attractive 
function to parents, which is Parental Control, helps prevent access to inappropriate 
Web content, chat rooms or email. 
Interactive television will make the experience of television shopping, for both tangible 
products to intangible services, more convenient. It creates a "lean-back experience" to 
shopping from the couch, which contrasts with the "lean-forward experience of 
e-commerce on the Internet with a personal computer". 
This technology also provides a cheaper and more convenient alternative to 
communicate with people. Except for the communication methods used through 
Internet by PC, users could make phone calls through WebTV. It would be much 
cheaper in using telephony technology to make a long distance call than using 
telephone. Everyone, not just executives, would be tempted to try the devices. Besides, 
Instant messaging is available on WebTV, which you can see when family and friends 
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are online and instantly communicate with them. 
For the business travelers, no more fiddling with the software on laptop, instead, you 
could sit on the bed and tap away on the wireless keyboard, while watching television 
on the other half of the screen. 
Apart from the useful functions mentioned above, WebTV outweighs PC in the 
following perspectives. Firstly, PC's you have nearly 25% of the screen used-up with 
navigation bars and generally computer stuff information. This takes away the 
customary entertainment value of the screen and creates an unfamiliarity to most users 
with the Internet viewing experience and subsequently causes an indifference to 
viewing the internet at all via PC browsers! Secondly, WebTV uses an infared wireless 
keyboard which means you don't have to sit right in front of the screen to view the 
internet, which brings more comfort in browsing the web. Thirdly, a WebTV takes up 
about one square foot and can easily be placed on top of your TV set, where as a PC 
requires a whole table top of space and a chair in front of it which means you use up a 
significant portion of a whole room. Fourthly, WebTV has instructive and pleasing 
sound effects as an integrated part of the user interface in great contrast with the 
impoverished audio in most computer user interfaces (except games). Finally, many PC 
users may find trouble when there is computer virus. This trouble will not happen in 
WebTV as the internet access is through internet 
WebTV Constraints 
There are various benefits of WebTV over PCs, however, according to a WebTV 
Usability Review in 1997, there are constraints in WebTV, which lead to the failure to 
provide an optimal Web user experience. 
Although WebTV's usability engineers have done a good job at making it very easy to 
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install and use, and at high-quality character rendering in an NTSC video signal. In fact, 
the screenshots in this column, such as level of text readability, do not look as good as 
WebTV do when displayed on a good television set. 
For the remote control, even though the great industrial designs, the need for a simple 
remote control ultimately dooms WebTV as a highly usable Web experience. No matter 
how well designed, it is simply too awkward to use cursor keys to navigate around the 
screen instead of using a mouse or other direct pointing device. 
There is an on-screen keyboard that can be operated by the remote control, On-screen 
keyboards work reasonably well on devices like the Newton that have a direct pointing 
device, but not for the system with cursor keys as navigation tools. Besides, the default 
setting is alphabetical layout, which only works for people who have never used a 
typewriter. The wireless keyboard considered an optional accessory, but the system is 
almost useless without it. The wireless keyboard is very well designed as a true laptop 
device. You can sit in your couch and type while resting the keyboard in your lap. The 
form factor and weight are all well done, but the key layout is very difficult to learn. 
There are special function keys for the most common WebTV commands: 
To be a better match with novice users' expectations, WebTV has developed a different 
set vocabularies. This non-standard vocabulary for Internet access by PC and WebTV, 
such as "UserlD" is represented by "Internet name" in WebTV, not only causes 
problems for experienced users, but also makes it more difficult for WebTV users to 
communicate with users of other devices. 
WebTV has a small screen that shows a very limited amount of information compared 
with a traditional computer screen. This is particularly true given the need for WebTV 
to use large fonts because of the poor display quality of NTSC televisions and the 
typical viewing distance between the TV set and the user's couch. 
x x x i i 
Differences between TV and Computer 
as a media for Internet Access 
The following table compares television and traditional computers along a number of 
dimensions。： 
Television Computers �.. 
Screen resolution (amount Relatively poor Varies from medium-sized 
of information displayed) screens to potentially very large 
screens  
Input devices Remote control and optional wireless Mouse and keyboard sitting on 
keyboard that are best for small desk in fixed positions leading to 
amounts of input and user actions fast homing time for hands 
Viewing distance Several meters A few inches 
User posture Relaxed, reclined Upright, straight 
Room Living room, bedroom (ambiance Home office (paperwork, tax 
and tradition implies relaxation) returns, etc. close by: ambiance 
implies work)  
Integration opportunities Various broadcast shows Productivity applications, user's 
with other things on same personal data, user's work data 
device  
Number of users Social: many people can see screen Solitary: few people can see the 
(often, several people will be in the screen (user is usually alone 
room when the TV is on) while computing) 
User engagement Passive: the viewer receives whatever Active: user issues commands 
the network executives decide to put and the computer obeys  
on  
The amount of initiative and activity required of the user will be the major defining 
difference between TV-based Web and computer-based Web. 
The Web on computers is a very information-rich medium that is based on a high 
degree of user initiative and engagement: individual user creates his/her own 
13 The difference between television and computers as media Jakob Nielsen's 
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experience through a steady stream of hypertext-following clicks. The Internet access 
through the PC is an individual and personal activity. 
The Web on television, even though not as individualized than Web on computer, . 
should still be more user-driven and individualized than the fully passive mass medium 
of broadcast TV. Therefore, the direction for the WebTV should be different. In fact, it 
is integration with broadcast TV. Online TV program listings and hyperlinks to detailed 
information about each show, driven by the television and not by fully flexible 
browsing, are the example of the uniqueness of services being provided to the users. 
And based on the differences of the above-mentioned perspectives, user, room and 
number of users, we can find that WebTV seems a better medium for accessing Internet 
for relax, entertaining and group activities. This indicates the huge market potential, 
just like the previous generation of entertaining medium—TV. 
When more bandwidth becomes available, we can expect computer-based Web to 
include more multimedia effects as bandwidth grows and more powerful computers 
(allowing better compression as well as a cache of at least a terabyte on your local 
harddisk) become popular, it will also be possible to use a television-based Web to 
assemble more efficient evening news broadcasts optimized for the individual viewer. 
Each family could then indicate what stories they wanted to see -，customized evening 
news. 
Conclusion 
Internet is gaining popularity in the world, it provides an alternative for people to get 
information and entertainment, communicate and go shopping. 
And television is the first kind of home appliance which enables Internet access, but 
more and more home appliances would become Internet-accessible, the next would be 
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mobile phones and pagers. But all these are not close substitute, as they are not a 
medium for accessing Internet as relax, entertaining and group activities. 
Except for the above-mentioned useful functions of WebTV, it is attractive due to the of 
TV as the media to access Internet. The great benefit of WebTV will be that you do not 
have to know about technology, nor do you need a computer, just a TV. This especially 
attracts elderly people and those with insufficient knowledge to use computers for 
Internet access. The television Internet access service enables those who do not have : 
the knowledge in using computers to access the high-technology arena. Besides, ；{ 
TV-based devices are cheaper than PCs. Prices for a set-top box range from 1,500 yuan 
(US$ 288) upwards, while the cheapest PC costs 5,000 yuan. 
In the review of WebTV's usability, we found that there is great design, especially 
regarding novice user usability, but the design constraints relating to using a small 
screen and cursor keys on a remote control were obstacles to optimal Web-browsing 
experience, that need continuous improvement. 
WebTV not only offers unique features that make TV viewing more interesting, useful 
and fun, but also enables full control of the way people watch TV. Audiences will be 
able to choose what they want to watch any time, and order pizza while they are 
watching a movie by using the remote control. Television viewing habits will largely 
change in the coming years, with those TV operators that provide interactive services 
dominating. And WebTV style Internet viewing should and will become more 





As mentioned before, WebTV is an innovative product, so there are always few people | 
tried it, or even heard about it. So, we should analyze the consumer behavior towards “ 
WebTV indirectly through the consumer experiences of the closely related products, 
which are TV, cable TV, computer and Internet once again. 
Consumer behavior towards TV 
For many people, television is more of a vegetative, inactive state, viewing television is 
about sitting down and giving up control. TV viewers are receivers for the TV 
programs designed and scheduled by TV broadcaster in advance. The TV broadcasters 
are in an active role. As the entry barriers to broadcasting is quite high due to the 
considerable amount of set-up cost, there are relatively fewer competitors in this 
industry than in the Internet service industry. This leads to less choice, and consumers 
get used to little involvement in choosing information to be received. 
To gain more insight in the mainland Chinese consumer behavior of TV, we could look 
at the following data. The average Chinese person watches over two hours of television 
(131 minutes) each day, 13 minutes more than in 1992. Urban residents watched an 
average of 166 minutes per day, while rural Chinese watched an average of 120 
minutes. Children aged 6 to 12 sat in front of the TV set 98 minutes per day during the 
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week and 133 minutes per day on weekends. (Please refer to Table 3) 
As society has become more open and the standard of living has risen, Chinese people 
tend to seek more light entertainment. The consumer behavior changes from 1990s, a 
s u r v e y 14 in 1992 found that the number one reason people watched TV was for 
entertainment, such as sports, movies, music TV, comedy and animation. Another 
survey conducted by Horizon Market Research Company in 1998 found that 47.5 
percent of respondents enjoyed funny television, 41.1 percent liked program with 
educational value, 55.3 percent (mostly women) liked light romance, 25.7 percent 
(mostly older men) liked more serious program (news and documentaries) and 16.7 
percent (mostly younger people) liked more sensational program. A few financial news 
programs have been launched recently. They are very popular in the mainland because 
of Chinese interest in playing the stock market. The TV viewers' preferences on 
entertainment could be further supported by one of the CableTV researches” It found 
that even though broadcast TV channels are received free-of-charge, many Chinese 
viewers find the programs too heavy on information -- often state propaganda ~ and 
too light on entertainment. Cable TV is then growing rapidly because it offers 
programs of better quality and greater variety. 
There is one point, which could not be neglected. Chinese culture put strong emphasis 
on family relationship, there are always bigger family sizes with family members from 
different generations living together. To facilitate communication, there are many group 
activities in a family, such as dining and watching television together are very common. 
This probably enhances the growth of TV industry. 
14 Chinese Entertainment Network Newsletter 
15 China's State Administration of Radio, Film and Television 
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Consumer behavior towards Internet 
The Internet would become an indispensable part of daily life, therefore there are 
numerous computer-related consumer devices in the market. According to industry 
analysts, the number of computer-related consumer devices (such as Internet access 
appliances) sold in the United States will surpass the number of traditional PCs in use. 
While 18.5 million computer-related devices are expected to be sold in 2001, only 
about 15.7 million home PCs are projected to be sold the same year. The public is : 
J 
expected to view the PC as one of the media to access Internet and an everyday piece ^ 
of machinery. The public's perception of the PC is anticipated to change. 
For many people, the PC and Internet are relatively active. Users take a large amount of 
control on what they want to get. And as numerous Internet content providers, more 
choice is available. This encourages users' active role in choosing information. 
Due to data availability in Chinese consumer behavior towards Internet, US report is 
used as a reference. According to the UCLA report, people have a positive view of the 
technology. Nearly two-thirds of users think the Internet has made the world a better 
place，However, there is an extraordinary fear of a loss of privacy or credit card 
information online. Besides, people do not like marketers tracking them, knowing 
where they go and what they do when they get there. 
The vast majority of Internet users indicated that they used it for work-related purposes. 
Fully 84 percent of respondents said they used the Internet to visit Web sites for 
business use, while 80 percent said they access business e-mail. When it came to 
personal use, slightly more than half of those surveyed used their work Internet access 
for personal reasons. Fifty-two percent indicated that they accessed personal e-mail 
while at work, and 51 percent admitted to visiting their favorite Web sites. This usage 
amount struck the researchers as high, especially considering that 77 percent of people 
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felt that their employers monitored their use of e-mail, and 76 percent thought their 
bosses kept tabs on their Web surfing. 
Using PC and accessing Internet are always considered as individual activities, which 
is not only because of the difficulty for a group of people to view the limited-size 
monitor of PC, but also the normal consumer behavior towards PC and Internet as 
working rather than entertaining. 
Conclusion ^ 
WebTV is a product involving changes in people life patterns, especially the TV 
viewing and Internet access behaviors. Using interactive television is not a normal 
behavior, compared to the perception of giving up control in TV viewing behavior. But 
for the next generation, the concept of WebTV may be no problem. It may be very 
attractive to them as the new generation found that Internet is a part of daily life. 
Besides, as there are so much information rush to people from various media everyday, 
they want to have more control on what they want and need to know. WebTV has the 
nature of providing customized services, which can perfectly satisfy this need. 
Besides, WebTV will transform people's homes into entertainment, shopping and 
information centers with video-on-demand, music-on-demand, home shopping and 
home banking. It provides a new delivery channel for the entertainment and service 
industries, which will create a new lifestyle for people. It is especially suitable to 
Chinese market, with Chinese people's preference on group activity and increasing 
interest in entertainment. 
To maintain the attractiveness of a media, content should not be neglected, but 
emphasized. Therefore, WebTV should cooperate with the content providers and 




COMPANY AND COMPETITIVE ANALYSIS 
Microsoft, Philips and WebTV Networks, Inc. in the Interactive TV industry 
Microsoft was an early leader in non-PC Internet appliances when it introduced its 
WebTV product. In August of 1997, Microsoft Corp. bought WebTV Networks, Inc., 
introduced by Sony and Phillip in September 1996. In December 1998, Microsoft 
began expanding WebTV Networks' offering by offering television-based software 
platform products and associated network services in order to deliver a complete digital 
solution for cable system operators and broadband service providers. 
Philips and Microsoft then announced cooperation to encourage adoption of enhanced 
television: Philips, one of the world largest set-top box suppliers, licenses Microsoft 
TV software and collaborate with Microsoft on the development of a range of set-top 
boxes; Microsoft, a leading supplier of Enhanced Television software, supports Philips 
Set-Top Box Platform. The first of these Philips set-top boxes running Microsoft TV 
are expected to be available in 2001. MSTV customers who want to deploy a Philips 
set-top box earlier will be offered a migration path. 
The Philips/Microsoft Enhanced TV platform will support a wide range of emerging 
product categories, including (1) Interactive TV: Programming enhanced with 
interactive content for richer viewer participation. (2) Personal TV: Services including 
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hard-disk based digital video recording, favorite channels and customized electronic 
program guides that enable viewers to personalize their TV experience. (3) Internet on 
TV: Access via the television to Internet browsing and services And the set-top boxes 
will enable network operators to offer consumers a broad array of Enhanced TV 
features and services, such as Personal Video Recording (PVR), E-Commerce, online 
games, interactive television programming, instant messaging, Internet browsing, 
E-mail, electronic programming guide (EPG), home networking/residential gateway, 
and Pay-per-View/Video-on-Demand capabilities. The companies have agreed to work 
together to fulfill specific needs of network operators and expand the potential of 
Enhanced Television worldwide based on open standards. Areas of cooperation will 
include Home Networking and Residential Gateway services. In addition, Philips and 
Microsoft will establish identical laboratories at each company to develop and test new 
Enhanced TV implementations. 
As another indication of industry support, Microsoft and Philips Consumer Electronics 
have recently announced a cooperation agreement to develop a range of 
Nexperia-based set-top boxes running the Microsoft TV software. With over 32 million 
transistors integrated into the chip, the pnx8500 is more complex than a Pentium-Ill 
processor. 
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Microsoft, Philips and WebTV Networks, Inc. in the China Market 
Microsoft Corp. moved to step up its presence in China's fast-growing Internet market 
with a unique deal to get Chinese consumers onto the Web and another to help the 
government go online. It announced a partnership with China Telecom and the Chinese 
government's State Economic and Trade Commission, in a project that involves linking 
government ministries to the Internet. This can help to build the relationship or guanxi, 
which is considered to be the important factor for doing business in China. These deals 
underscore Microsoft's determination to crack one of the world's most restricted but 
potentially lucrative markets for Internet products and services. Microsoft is firstly 
interesting in expediting the convergence of PC, TV and telecommunications 
technologies The Microsoft venture is to rely primarily on a set-top box allowing 
televisions to accept Microsoft's Venus software, which would provide Internet access. 
To facilitate the speedy growth of the set-top box business in China, Microsoft handle 
the manufacturing job to Legend, the leading Chinese computer manufacturer. Industry 
analysts said Legend's strong state backing partner with Microsoft, indicated that 
Beijing was preparing to grant official approval for share trading over the Internet. 
Besides, Legend has won a discount on telecommunications fees from China Telecom 
for customers who wish to access the Internet from their televisions using the Legend 
set-top box. Such deals would be unlikely without tacit approval by the authorities, and 
the deals would motivate customers to choose company's product. 
And on March 29, 2001 - Philips Semiconductors, a division of Royal Philips 
Electronics announced industry support for its next-generation consumer set-top box 
(STB) chip solution from Shenzhen DIG Information Technologies Co., Ltd. (DIG), a 
leading China-based set-top box manufacturer. 
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Company's Strength 
As we know, one of the key successful factors of internet business is the content 
provided to the customers, Microsoft puts efforts on this and works better due to its 
reputation, which is the also the distinctive competency of the company. For example, 
Microsoft Corp cooperate with the British Broadcasting Corp, and plan to start testing 
an interactive TV service that enables BBC viewers to visit a related Web site on their 
televisions. The trial will provide BBC content on Microsoft's WebTV Network's 
set-top box. Besides, WebTV Networks, Inc. announced its continued work with 
industry leaders in advertising, broadcasting and content creation for the acceleration 
and adoption of interactive television. NBC, Columbia TriStar Television, Big Ticket 
Television, Discovery Channel, Home & Garden Television, MSNBC, MacNeil/Lehrer 
Productions, E! Entertainment Television, HBO, KCTS-TV, MSNBC and The Weather 
Channel have committed to developing new or extended interactive content and 
services, directly related to their popular television shows. 
Competitor Analysis 
AOL 
AOLTV, which competes with Microsoft's pioneering WebTV service, will offer 
television-based instant messaging, chat, Internet browsing and other features. Users 
would need to buy a set-top box and pay a monthly subscription fee for the service. 
Caripac.com 
Caripac.com, a Hong Kong-based Internet service provider (ISP) in the mainland, will 
launch an interactive, Internet television station called NetWorld (NETV) in China. 
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Subscribers to this network will be able to access NETV once they subscribe to 
Caripac.com, which will provide them with a set-top box to access other services as 
well. 
Caripac.com caters value-added Internet services to subscribers through its patented 
MAP technology, which converts the presentation format of Internet applications and 
content for terminal devices such as TV sets, cellphones and palmtops. The services 
include e-mail, booking service within the estate, video-on-demand, on-line education, 
video-conferencing and on-line shopping. 
Caripac will provide a remote control that allows users to input Chinese characters to 
compete with the keyboard provided by Microsoft's and Legend's set-top box solutions , 
which is more difficult to use for Chinese users. 
MyWeb 
MyWeb's boxes will be linked to its Chinese-language Web site, with news, 
entertainment, financial, medical and educational information, weather reports and 
sport, fashion and cooking news. 
Software Engineering Centre (SEC) of the Chinese Academy of Sciences 
The launch of "Nuwa", an operating system created by the Software Engineering 
Centre (SEC) of the government's think-tank, the Chinese Academy of Sciences, is 
intended to compete directly with the "Venus" project announced by Microsoft. The 
company has established partnerships with more than 20 domestic electronics 
companies 
Although Nuwa cannot compete with the global reputation of Microsoft, it benefits as 
the Chinese local brand. Compaq Computer of the US, for example, was China's 
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market leader in 1994 with a 21 per cent share of the market. However, it now has a 9 
per cent share while Legend has 14.5 per cent, according to Chinese market figures. 
Chinese like Chinese brand. 
TCL 
In 2000, TCL International Holdings has signed a letter of intent with a cable 
-television station in Hangzhou to provide controlled residential Internet access. The 
TeleWeb service will allow subscribers to surf the Internet via TCL-made set-top boxes 
connected to their televisions. 
Conclusion 
Based on the analysis, we found that there are a lot of competitors in Interactive TV 
industry in China, which is an industry still in embryonic stage. This indicates the 
intense competition and lower margins for this business. 
To outperform others, the company should have distinctive competencies to achieve the 
competitive advantage such as providing superior quality, innovation or customer 
responsiveness. 16 WebTV, backed by Microsoft and Philips, have the reputation to 
increase the customer confidence in purchasing the innovative product like this. 
Besides, Microsoft and Philips have superior technology in R&D and manufacturing 
respectively, which help WebTV to achieve superior innovation and product and 
service quality, which in turn satisfy customers' needs and achieve customer 
responsiveness. Besides, the efforts on cooperation with various content providers 
would further speed up the success. 
To enter China, a quite restricted market, the company chose to cooperate with local 
16 Strategic Management: An Integrated Approach, Charles W.L. Hill and Careth R. Jones 
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companies, Legend and DIG. These companies' familiarity to China's government, 
business environment and market would be beneficial to the entry process. 
With consideration of the competitors, except AOL, all the others are local companies, 
with better knowledge of the China's business environment and market. Besides, they 
can benefit from the fact that Chinese customers show preference to the Chinese local 
brand in several product categories, including consumer electronics. 
Therefore, Microsoft and WebTV Network should not only concern about AOL, which 
is reputable globally, but also the local companies. Especially Nuwa, strongly 
supported by the Chinese government. 
Besides, there should be more customized products and services for Chinese customers, 
such as accessories supporting Chinese language. Keep doing more research on 
Chinese market to understand customer needs, as it is the part, which could be easily 
outperformed by the local companies that have better knowledge of Chinese customer 
and market. 
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CHAPTER 7 
STATISTICAL ANALYSIS ON SURVEY DATA 
Among the 202 questionnaires distributed, there are 156 responses. And the number of 
qualified responses is 155, as one of the responses has only demographic part filled, 
which is considered as a disqualified response. The response rate is therefore 76.73%, 
which is pretty high. This may be due to the distribution to people known. 
Among the 155 qualified responses, 54% are male and 46% are female, coming mainly 
from big cities: 12% from Beijing, 13% from Shanghai and 15% from Guangzhou. 
Most of them are young generation with high education level. 30% of them age 19-24 
and 58% age 25-35, with 44% undergraduates and 51% postgraduates or above. 
Considering the occupation, 38% of them are students, 29% are white collars and 14% 
are working in IT industry. Half of them have 3-4 family members and above 4000 
yuan monthly household disposable income, and 70% of them have family role as 
child. 
The responses received are firstly observed to see if there is considerable amount of 
unfinished questions or wrongly filled questions, which will then be considered as 
unqualified response. There are other situation needs to be handled, for the case that 
small amount of questions being missed or wrongly filled, the way to handle is 
decreasing the sample number of that question. 
After that, the data from qualified responses are input to one of the statistical analysis 
x l v i i 
tools, SPSS. This is one of the most commonly used and reliable statistical analysis 
software. 




The first analysis done is Frequency Analysis, the simplest but useful one. The main 
task is to get idea about interviewees' opinion on average from the responses by 
comparing the frequency of each option. 
And for the questions, which involve comparison of frequencies of different 
alternatives, only those questions with obvious difference among frequencies of options 
will have statistical sound finding. To define this, the obvious difference is defined as 
the percentage of 100% divide by the product of 2 and number of options. For example, 
for the question with 5 alternatives to be chosen, the obvious difference is 10%. 
For the questions asking the level of agree, two types of expected value for that 
question or option will be calculated. The first one is the expected value for all five 
options, and the other one is calculated with the elimination of "Fair" (Option 3). Both 
expected values are considered. And the finding will be considered obvious and 
significant when the expected value is under 2 (Agree) or above 4 (Disagree) 
After the above-mentioned processes, the findings are as follow: 
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TV 
With the limited sample size, the result may not be representative, but can provide us 
some ideas. Similar to the findings from secondary data mentioned in chapter 3’ all the 
interviewees have TV, with 52.3% got one and 49.7% got two TV set. Most of them, 
62.6% respondents spend 31-120 minutes on TV per day. Among the program chosen, 
News ranks the top, followed by movies. The other attractive ones include sports, talk 
show, variety show and TV series. 91% of the respondents watch TV for entertainment, 
and about 70% of them for increasing knowledge, updating information and nothing to 
do. For the customer perception of TV remote control, people agree that it is 
convenient, but strongly disagree that it is useless and complicated. And the expected 
value for Q6 (Please refer to Appendix 1) is 2.56, which suggests that there is no 
obvious result for people need a program schedule when watching TV or not. 
Internet 
Among the respondents, most of them have personal computers, 63.2% got one and 
23.2% got even two. And 83.9% of them use it for sending or receiving e-mail, while 
74.8% of them use it for chatting, and more than half of them use it for word 
processing and web browsing. There is no obvious finding for whether people find 
5000 yuan as a reasonable price for a PC. 
There are 96.1% of people accessed Internet before, with 69.1% of them surf the 
Internet for less than 120 minutes per day. The penetration rate of Internet is relatively 
high compared to the secondary data mentioned before, but most respondents are not 
heavy users. This may be due to the relatively large share of respondents with high 
educational level and disposable income. Over 90% of the interviewees surf the 
Internet mostly for searching information and e-mail, followed by 82.6% for 
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downloading file and half of them for chatting. About half of them have surfed 
sina.com.cn, sohu.com.cn and chinese.yahoo.com. And for the people not surfing the 
Internet, the major reason is no connection to Internet. 
For the perception of Internet, the obvious findings are that people strongly agree that 
the Internet is the way to connect to the world, but the connection is too slow now. 
WebTV 
Among the respondents, only 42.6% have heard about WebTV, with 64% among them 
heard from newspapers and magazines, 22.5% from internet and 20% from 
word-of-mouth. Among the respondents, 57.4 % have the accurate idea on what 
WebTV is, on average. 
Only 2 out of 155 people have WebTV, this sample number is too small for statistical 
sound finding. 
Although most of the people have no usage experience of WebTV, based on the stated 
simple description of the product features and functions of WebTV, 47.7% of 
I 
respondents are willing to try this innovative product. And for the perception of WebTV, 
there are obvious findings that high technology, convenient, symbol of wealth and 
media for entertainment linked to WebTV. And they valued the easy switch between 
TV and Internet the most, with 56.8% of them think it is important. Over half of them 
will use WebTV for e-mail, web browsing, news and searching TV program related 
information when they have one. 
For the reasonable price of WebTV, 34.2% and 20.6% of them think that it should be 
under 1000 yuan and 1501-2000 yuan respectively. Among Q31-39, there are obvious 
findings that people will rather buy a PC, and they will consider purchasing WebTV, 
when there are trial period, reasonable price. 
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Cross Analysis 
In this part, cross analysis is carried out, mainly to investigate the correlation between 
variables and more clearly define the demographic characteristics of potential target 
segment of WebTV in China. 
Among the respondents, over 90% have surfed Internet before, with about half of them 
willing to purchase WebTV whatever sex they are. And we found that the young 
generation with high educational level, high disposable income, large families and 
occupation as students or IT people are more willing to try WebTV. The data is as 
follow: (1) 60.8% and 42.22% of respondents aged 19-24 and 25-35 respectively; (2) 
52.94% of undergraduate and 42.31% of postgraduate or above; (3) 57.14% students 
and 59.09% IT people; (4) 52.63% of those having above 4000 yuan monthly 
household disposable income; and (5) 50% of those have over 3 family members, are 
willing to try WebTV. Besides, over half of people from the major cities, Beijing, 
Shanghai and Guangzhou, are going to purchase WebTV. 
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Conclusion 
Over half of the respondents have TV and have surfed the Internet before and many 
have the TV watching and Internet surfing habits, which agrees with the findings from 
secondary data stated in chapter 3. This provides a favorable environment of high TV 
availability and popularity of Internet for WebTV. Besides, most of the respondents 
have positive perceptions towards the Internet, such as Internet is the way to connect to 
the world. And the respondents' perceptions on remote control are convenient and 
simple to use ensures that they would not reject the important accessory of WebTV, 
remote control. 
With consideration on the favorable TV programs, and the purposes for watching TV 
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and surfing Internet, we can conclude that WebTV should cooperate with popular 
websites, such as sina.com.cn, sohu.com.cn and chinese.yahoo.com; and the content 
providers to encourage them to provide high quality news, movies, sports, talk show, 
variety show and TV series. Besides, there should be concentration on developing more 
user-friendly product features to facilitate the users to achieve the following purposes: 
increasing knowledge, updating information, communicating digitally (e-mail), 
chatting, downloading file, word processing, web browsing and searching TV program 
related information. And develop easier switch between TV and Internet, which the 
customer values. 
Besides, WebTV should strengthen the informative advertising and promotional 
activities, through newspapers, magazines and Internet, to gain recognition of 
customers. With (1) Appropriate advertising and promotional activities, such as 
informative TV advertisement and trial period (2) Reasonable price: under 2000 yuan, 
WebTV has an optimistic future. 
One of the concerns of the respondents using Internet is the slow connection to Internet, 
and the major reason for people not using Internet is lacking connection to Internet. We 
found that the connection technology and infrastructure have great effect on the growth 
of WebTV market. 
Based on the above analysis, the potential target customer should have the following 
demographic characteristics: (1) young generation aged 19-35 (2) people with high 
educational level (3) Occupation of student and IT people (4) larger families with over 
3 family members, living in major cities, like Beijing, Shanghai and Guangzhou (5) 
Family with high monthly household disposable income. 
All information forms the basis for the decision on marketing strategies. 
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CHAPTER 8 
SWOT ANALYSIS 
With the secondary data found in the four perspectives, we are going to have further 
analysis to investigate how these related to the growth of the WebTV industry and the 
success of WebTV Networks Inc., by conducting SWOT Analysis. 
SWOT Analysis consisted of four parts: (1) Internal Strengths of the company; (2) 
Internal Weaknesses of the company; (3) External Opportunities brought by the 
Environment; and (4) External Threats brought by the environment. With these 
informations, we can conclude the future changes and trend in the industry, while the 
company can plan strategies to meet the strengths with the opportunities and avoid the 
match of weakness with threats. 
Strengths 
The WebTV industry is emerging, and the improving service quality of content 
providers, the trend of Internet and customized entertainment would increase the 
strengths of it to compete in the Internet appliance market. 
When we consider the strengths of the focal company, WebTV Networks Inc., the first 
one must be the distinctive competency — strong reputation of the company. With 
Microsoft as a globally reputable company and an early leader in non-PC Internet 
appliances, WebTV Networks, Inc. as the early and leading interactive service provider. 
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the company not only gained the First Mover Advantage in market share, but also 
builds recognition and strong brand image. This gives consumers confidence in 
purchasing this innovative product — WebTV. 
Secondly, the manufacturing part is cooperated with Sony and Philips. Sony is a 
globally reputable company with strengths in innovation and quality. Philips, a 
reputable company with strength in quality, is one of the world largest set-top box 
suppliers. And Microsoft, one of the leading powers in the computer industry, is also a 
leading supplier of Enhanced Television software. This combination of companies 
backs up the WebTV Networks Inc. with quality assurance. 
Thirdly, Philips and Microsoft will combine the resources and competencies of 
Research and Development, to establish identical laboratories at each company to 
develop and test new Enhanced TV implementations. They have recently announced a 
cooperation agreement to develop a range of Nexperia-based set-top boxes running the 
Microsoft TV software. With over 32 million transistors integrated into the chip, the 
pnx8500 is more complex than a Pentium-EH processor. 
Fourthly, WebTV Networks Inc. has cooperation with lots of reputable content 
providers, such as BBC, Columbia TriStar Television and HBO, etc, which is important 
in this content-focus Internet industry. With the reputation and power of Microsoft and 
WebTV Networks Inc., there is strength in attracting more high quality content 
providers. 
Fifthly, to facilitate the entry into China's market, Microsoft have put efforts in 
building Guanxi in China. There are partnership with China Telecom and the Chinese 
government's State Economic and Trade Commission, in a project that involves linking 
government ministries to the Internet. 
Last but not the least, the partnership with Legend, the leading Chinese computer 
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manufacturer with strong state backing, benefit the company of the networking of the 
Chinese Government and market knowledge of Chinese computer industry. Besides, 
Legend has won a discount on telecommunications fees from China Telecom for 
customers who wish to access the Internet from their televisions using the Legend 
set-top box. This further improves the company's competitiveness. 
Weaknesses 
The lack of some user-friendly product features, such as poor navigation by cursors and 
small screen that shows a very limited amount of information, will probably be the 
weakness and deter the growth of the WebTV industy. Besides, the alphabetical layout 
of keyboard and a different set vocabulary to facilitate the learning for novice users, 
will create difficulty to experienced Internet users and limit the compatibility of 
WebTV and PC-Internet usage. 
Besides, the lack of updated regulations, technology and infrastructure, such as low 
accessibility of Internet connection and slow Internet connection, are still the main 
reasons for people not surfing Internet. This deters the growth of WebTV industry. 
For the company, although there is the strong global reputation, Chinese customers 
show preference to the local brand in many product categories, including consumer 
electronics. But this weakness could be partly compensated by the cooperation with the 
local company, such as Legend. This kind of partnership could also compansate for the 
company's weakness in lacking Chinese customer needs and market knowledge. 
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Opportunities 
The WebTV market is emerging, which will continuously grow with the improving 
product features and functions, the improving service quality of content providers, the 
trend of Internet and customized entertainment and the increasing popularity of 
bandwidth technology. 
Firstly，as China is under rapid economic development and Chinese encourages saving, 
they are more affordable to the consumer electronics, such as TV. In fact there is high 
penetration TV penetration rate, By 1998, Television ownership exceeds 90% of the 
population in China, with already widely TV cable installed. 
These facilitates the first widespread use of WebTV. 
Besides，with the improvements in economic situation of the Chinese households, they 
care more about the need for entertainment. This not only need to the growth of the 
cable TV, but also the Internet. Actually, there is growth by 1 million Internet users per 
month in China. The changes in consumer behavior and increasing popularity of 
Internet creates and iincreases the need for WebTV. 
Thirdly, there are several technological improvements, such as broadband technology 
and the huge governmental investment in infrastructure: China has spent more than 
RMB200 billion building cable TV transmission networks. These improvements to 
telephone line capability, both through the installation of new fiber optics and the use 
of new technologies, are critical to the telecommunication revolution by eliminating the 
constrains in speed. 
Fourthly，Internet remains out of reach to many consumers in China because of the high 
cost and complexity of a personal computer. The penetration rate is just 4% for PCs. It 
means there are still large room for the growth of Internet market, especially for the 
Interne-enabled appliances, which are simpler and cheaper in product nature. Fifthly, 
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the changes in consumer perception, Internet is part of daily life, helps to create the 
need for Internet-enabled device. With the flood of information nowadays, people want 
to have more control on what they want and need to know. This increases the need for 
more customized entertainment supported by interactive media, such as WebTV. 
Besides, WebTV makes surfing Internet no longer an individual activity, but a group 
activity that are especially welcomed to the Chinese culture as mentioned before. 
Lastly, the China's entry into WTO leads to deregulation in many industrial sector, 
including telecommunication and media industry. This poses the opportunities to the 
foreign companies, such as WebTV Networks Inc. 
Threats 
Internet is gaining popularity more and more home appliances would become 
Internet-accessible, such as mobile phones and pagers. This will accelerate the growth 
of Internet, but also posing threats to WebTV. However, these are not close substitute, 
and they have different target market segment due to the different usage pattern based 
on the product features. 
When considering the threats to the company, we will consider the competitive 
situation. Based on the Competitor Analysis mentioned in chapter 6，there are both 
foreign and local competitors. AOL is globally reputable as Microsoft and has good 
relationship with Internet content providers. And the local companies have better 
networking, consumer knowledge and market knowledge in China. There is also a 
Nuwa project, supported by the government organization, to compete in the industry. 
All are strong competitors with strengths in different perspectives, which could not be 
neglected. 
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CHAPTER 9 
RECOMMENDATION ON MARKETING STRATEGIES 
Based on all the above analysis, we can derive several recommendations on the 
marketing strategies for 4Ps: (1) Product; (2) Price; (3) Promotion; and (4) Place 
WebTV is an innovative product, which is considered as discontinuous innovation for 
the reason that it is a new product that provides technological changes and requires new 
consumer purchase and usage behaviors.口 
Consumers may be reluctant to adopt a product due to the uncertainty about their 
purchase and usage of the product. This perceived risk barrier is a greater obstacle to 
the purchase of new products than existing products. So we should have appropriate 
marketing strategies to encourage the purchase of this innovative product --- WebTV. 
\ 
Product 
Firstly, the company should consider the infrastructure side supporting the WebTV. The 
company should cooperate with these suppliers, including Internet connection 
technology and infrastructure providers, in the form of long term contract or strategic 
alliances. This could help the growth of the WebTV industry and the company could 
benefit from lower cost of supply. 
Secondly, with the continuous investment in R&D，the company should develop more 
user-friendly and customized product, especially for Chinese customers. There could 
口 Consumer Behavior, William D. Wells and David Prensky 
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be product features enhance the switch between TV and Internet; and the operation in 
Chinese language. 
Besides, with the emphasis on the content in Internet industry, WebTV should also 
closely cooperated with content providers to provide favorable program categories, 
such as financial news sports and movies. The content could also have one of the 
emphasis on children program, which fit the parents needs and create the market, 
especially China, which have carried one-child policy for long time and lead to the 
family focus on children needs. 
Thirdly, there should be improvements on the weakness of the product, such as 
navigation difficulty with cursor keys and low compatibility of keyboard layouts and 
Internet vocabulary with PC-Intemet. 
Lastly, for the company providing innovative product to be successful, they should try 
to develop the industry technology standard for the product. And to reduce the 
perceived risk barriers for new products, there should be support of various services, 
such as 24-hour technological support and feedback channel. 
Price 
The price setting should be reasonable with the consideration of Chinese customers' 
average household disposable income and the price of PCs, the cheapest PC costs 
5,000 yuan. 
As Internet remains out of reach to many consumers in China partly due to the high 
cost of PCs. Prices for a set-top box should be set more competitively to provide a 
more affordable media alternative for Internet Access. 
The price of WebTV should be lower than PC, however avoid setting a too low price, 
which lead conflicts to customer perception of WebTV as high technology and symbol 
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of wealth. Besides, price sometimes give customers confidence of the product quality. 
With the consideration of all above issues, the price could be around 2500 yuan. 
Promotion 
Firstly, to increase the recognition of customers there should be informative advertising 
and promotional activities on product features and functions. As WebTV is an 
innovative product, people know little about it, and some may even never heard about 
it. Customer education, through newspaper, magazine, Internet and seminars would be 
useful. There could also be the advertisements on the list of comparative benefits of 
WebTV, such as WebTV takes up less space, has pleasing sound effects and is a better 
medium for accessing Internet for relax, entertaining and group activities, etc. 
Secondly, to reduce the perceived risk in purchasing innovative product, the company 
should increase customer confidence through reputation building by guarantee the 
money pay back for unsatisfied products and advertisement mentioning the strong 
support from global reputable companies, in the case of China, the company should 
also emphasis on its cooperation with local companies. 
As mentioned before, there is greater perceived risk barrier to the purchase of the new 
product. And perceived risk and trialability are often related, as trials provides the 
opportunities for consumers to gain their own product experience, which reduces the 




To gain the recognition for this new product, there should a close relation with the 
related products. Therefore, the distribution channel of WebTV should be the one of 
similar industry, consumer electronics, especially TV. As when WebTV appear beside 
TV, the customer need is awakened or created. 
Based on the cooperation with the reputable local company, Legend, WebTV Networks 
Inc. could consider using Legend's TV distribution channel. 
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CHAPTER 10 
CONCLUSION 
The environment surrounding us is changing rapidly, especially in the technological 
perspective. The launch of WebTV indicates the change of the media providing 
information and entertainment and the start of the intense media competition. 
Many appliances are digitized, including TV. This can lead to a more convenient and 
customized information seeking process, shopping and entertainment. The fundamental 
changes in our daily life are gaining speed. And the companies are competing with 
each other to try to drive the trend at the right time. 
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Table 1 - Estimated Internet subscribers in selected Asian countries 
Country |Subscribers(000) 
China “ 8,900 





Philippines “ 1,000 
South Korea “ io,000 
Taiwan 3,000 
Thailand ‘ 800 
Source: 
Paul Budde Communication, Information Highways and Telecommunications in Asia 
2000) 
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Table 2 - TV households by country 
Rank Country Households (millions) . 
China 254.9 
India “ 6 8 ^ 
Japan ‘ 472 
Indonesia “ 27.5 
South Korea Ta2 
Thailand 13.23 
Philippines ‘ Q ^ 
Vietnam “ 7.15 
Australia ^ 
Taiwan 5.95 
Malaysia “ 3.33 
Hong Kong 
New Zealand 1.24 
Singapore 
Other j ； ^ 
TOTAL 471.737 
Source: Paul Budde Communication, Information Highways and 
Telecommunications in Asia 2000). 
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Table 3: Television Sets (millions) 
1985 1990 1995 1997 
Number of Color TV Sets 17.2 59.0 89.8 100.5 
Per 100 Households in 
Urban Areas 
Number of Color TV Sets 11.7 44.4 80.7 92.4 
Per 100 Households in 
Rural Areas 
(Source: China Statistical Yearbook 1998) 
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Table 4: Speed Comparison of Different Connection Options 
Internet Connection Options S p e e d 
Conventional Dial-up 56 kbps 
ISDN Phone Line 112 kbps 
DSL/SDSL Phone Line 0.8 Mbps ‘ 
Cable TV Modem 1.0Mbps “ 
Satellite “ 0 . 4 + Mbps * 
Microwave 1.4 Mbps 
* Satellite dish speed is for download only until the next generation of 
service is available. Uploads move at a slower speed because they must 
travel by other means, such as phone lines. 
Source: Overview of the Telecommunications Industry, Plunkett Research, Ltd. 
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Table 5: Comparison bewteen Television and Computers 
Television Computers ‘ 
Screen resolution relatively poor varies from medium-sized screens to 
(amount of information potentially very large screens 
displayed) 
Input devices remote control and optional wireless mouse and keyboard sitting on desk i n “ 
keyboard that are best for small amounts of fixed positions leading to fast homing 
input and user actions time for hands 
Viewing distance several meters a few inches ‘ 
User posture relaxed, reclined upright, straight 
Room living room, bedroom (ambiance and home office (paperwork, tax returns, etc. 
tradition implies relaxation) close by: ambiance implies work) 
Integration opportunities various broadcast shows productivity applications, user's personal 
with other things on data, user's work data 
same device 
Number of users social: many people can see screen (often, solitary: few people can see the screen 
several people will be in the room when the (user is usually alone while computing) 
TV is on) 
User engagement passive: the viewer receives whatever the active: user issues commands and t h e ~ 
network executives decide to put on computer obeys 




English Version of Questionnaire 
Consumer behavior 
l y 
1. How many TV are there in your house? 
a 0 ] 1 • 2 or above 
- H o w much time do you spend in watching TV per day? 
3 二 3 0 m i 二 ？ 31-60 n^n • 61 �U O m i n . • 121 � 2 4 0 誦 • 241mm. or above 
• What kind of TV program do you watch? Please prioritize Top 5. 
口 News • Soap opera • Sports • Films • Talk Show , 
• Variety Show • Documentary • TV series • Children's proeram • Others 
What IS your purpose of watching TV daily? Please prioritize Top 5. ‘  
• Increase Knowledge • Entertainment • Family gathering • Update non-daily information 
• Nothing to do • Others  
！- I think using remote control is Strongly Agree Agree Fair Disaiiree Strongly Disagree 
• • • • • ^ 昭 
, E f f , • • • • • • 
广 less • • • • • 
^ Complicated • • • • • 
‘ W h e n I watch TV, 1 need the TV program schedule. • • 口 El 口 
^ m p u t e r & ITnternt^t 
• Do you have a computer? 
• 0 (to Q9) • 1 • 2 or above 
i What do you use it for? Please prioritize Top 5. 
^ Email 口 
^ Chatting 口 
Searching information 口 
Word processing 口 
^ Browsing Internet 口 
D Computer Games 口 
^ Financial management 口 
^ Watch VCD n 
IN I~I 
Picture processing 口 
^ Enjoy music 口 
^ Calculation 口 
Manage information • 
^ Others 口 
I已t^^rifrLPs^CabS丨f 00 for a personal computer, Strongly Agree Agree Fair Disagree Strongly Disagree 
，• Your perception of Internet: ^ 口 
^ ？St 丨 y • • • • • 
^ Connection too slow • • • • 口 
) D i f f i c u l t / h i g h tech • n • • • 
^ 二二ces sa ry • • 口 • 口 
) W y for youngsters • • • • • 
^ Freedom of speech 
^ ， e m • • • • • 
�S y m b o l of highly educated • • ( • • 口 




Others • • U • • 
11.1 have surfed the Internet for at least 1 hours (in office, school or home)7 
J Yes (jump to Ql:’）• No 
12. I don't surf the Internet because : 
• No computer • No interest • No internet connection !• Others  
13. How much time do you spend on the Internet every day on average? 
• <30 min. • 31-60 min. • 61 �1 2 0 m i n . • 121-240 mm • 241 min. or above 
14. What is your purpose for using Interact? Please prioritize Top 5. 
• Get information • Email • Chat • Play games • Shopping 
• Download files • Nothing to do • Others (please specify ) 
15. What kind of web site do you go to? (List the top three). 
• China.com • Sina.com.cn • 163. com • sohu.com.cn • chinese.yahoo.com 
• amazon.com • Others • • 
WebTV 
16. Have you ever heard of WebTV ？ 
• Yes • No (jump to Q18) 
17. Where do you get the infonnation about WebTV ？ 
• Newspaper • Magazine • TV • Commercial ad • Internet 
• Word of mouth |a Others  
What do you think WebTV is ？ 
• Anew kind of TV • A new kind of • A game machine • A small computer to help • Others 
machine computer you go to the Internet and  
let you surf 
19. Do you have a WebTV ？ 
• Yes • No (jump to Q26) 
奶.What do you do with the WebTV ？ Please prioritize Top 5. 
• Browsing • News • Get information • Chat • Shopping 
• Entertainment • Download files • Play internet games • Look for TV related information 
• Email foreign friends • Email domestic • Nothing to do • Others  
or relative friends or relative ~ 
丨 W h o uses the WebTV the most ？ 
• Father • Mother • First child • Second child • Others  
致 Who bought the WebTV ？ 
• Father • Mother • Child • Received as a Gift • Others  
� � -W h e r e is it bought ？ 
• Retailer • TV shop • Specialty shop • Others  
从 What brand do you have ？ ~ ~ 
• Legend • TCL • Microsoft • RCA • Sony 
• Philip • Others  
What brands do you know? 
• Legend • TCL • Microsoft • RCA • Sony 
• Philip • Others  
WebTV is a Settop Box’ which brings the Internet to your TV for a truly interactive experience. You can watch your 
favorite program while surfing the net，send/receive e-maUs, and interact with select shows at the same rime. With 
the expense and learning curve of a full-scale computer system are more affordable. 
绝 Given the description above, Strongly Agree Agree Fair Disagree Strongly Disagree 
I will tiy WebTV? • • • • • 
丨 think WebTV is 
^ Costly • • • • • 
Use high tech knowledge Q • • • • 
^ Convenient to use • • • • 口 
Affordable / cheap • • • • • 
丨 Family gathering • • • • • 
Much inferior to computer • • • • 口 
Modem • • • • • 
Ixii 
Q S y m b o l o f wea l th 口 • iZi I ] • 
3 E n t e r t a i n m e n t M e d i a • • • Q 
^ Others • • • • • 
28. I think WebTV should include 
• User friendly interface • Can switch between TV and Internet easily • Others . 
29. Purpose of using WebTV “ ~ 一 
• Email • Browsing • Playing games • Group activities • News 
• Look for TV related mformation • Others  
30. What do you consider a reasonable price for WebTV ？ 
• 1000 yuan or below • 1001 - 1500 yuan • 1501 - 2000 yuan • 2001 - 3 0 0 0 vuan • 3001 - 4 0 0 0 viian 
， • 4001 - 5 0 0 0 yuan • 5000 yuan or above ‘ ‘ 
1. 1 would like a free trial before I buy • • • • H 
1 would buy it when it appeared beside TV • • • • 口 
•^ 3. I would buy it if price is reasonable • • • iZl [li 
I would buy it if most of my friends use it • • • • • 
^5.1 would rather buy a computer because: • • • • • 
I would rather use internet in my office/school • • • [ • [ • 
I would rather use internet in Internet cafe • • • • • 
说 I would rather use watch TV • • • • 口 
39. 1 would buy it if its distribution channel is convenient • • • • • 
Ugmographics 
40. Sex 
• Male • Female 
斗 1 . Age 
• 18 or below • 19-24 • 25-35 • 36-55 • 56 or above 
Education level 
• Secondary or below • Undergraduate • Graduate or above 
43. Occupation 
• Student • Government • IT • White collar • Worker 
• Educational / research • Others  
似.Monthly household disposable income 
• 1000 yuan or below • 1001 - 2 0 0 0 yuan • 2001 - 3000 yuan • 3001-4000 yuan • 4000 yuan or above 
” .Househo ld size 
• 1 • 2 • 3-4 • 5 or above 
紙 Where do you live ？ 
• Beijing • Shanghai • Shenzhen • Guangzhou • Tianjin 
• Chongching • Others  
” . W h a t is your role in your family ？ 








• 0 • 1 • 2 或以 f -. 
1你一天中收看電視多久 9 
• < 3 0分鐘 • 31-60分鐘 • 61〜120分鐘 〕12丨〜240分錄 • 241分錄或以上 
你所收看的節目類型爲？請排列出前五項. ’‘ — 
a 新 聞 • 肥 巷 劇 • 運 動 • 電 影 • 訪 談 節 目 
• 綜 藝 節 目 • 紀 錄 片 • 電 視 影 集 • 兒 童 節 目 •：过他 
你每天收看電視之目的爲？請排列出前五項. 、 
• 增 加 知 識 • 娛 樂 • 家 庭 聚 會 • 更 新 資 訊 
• 沒 事 做 • 其 他 
我認爲使用搖控之功能調節是 非常同意 同意 無 意 見 不 同 意 非 常 不 同 會 
口 方 便 • • • • • 
口有效用 • • • • • 
° 沒 用 處 • • • . • • 
• 複 雜 • • • • • 
當我收看電視節目時，我需要節目表. • • • • • 
_與網路 
你有多少部電腦？ 
• 0 ( 跳 至 第 9 題 ） • 丨 • 2或以卜 
t你使用電腦之目的爲？請排列出前五項. 
^ 電 子 郵 件 • 
^ 聊 天 • 
^ 搜 尋 資 訊 • 
^ 文 字 處 理 • 
測覽網頁 • 
i Q 玩 繩 遊 戲 • 
P 財務管理 • 
P 看 VCD • 
^圖畫/圖片處理 • 
欣賞音樂 • 
P 計 算 • 
資料管理 • 
J 其 他 • 
•對於5000元一台的個人電視， 非常同意 同意 無 意 見 不 同 意 非 常 不 同 意 
I我認爲價格合现 . • • • • • 
你對網路的觀感： 
丨昂贵 • • • • • 
連接速度過慢 • • • • • 
困難 • • • • • 
高科技 • • • • • 
沒必要 • • • • • 
年青人的玩意兒 • • • • • 
言瑜自由 • • • • • 
現代化/追得上潮流 • • • • • 
^高教育水平之象徴 • • [ ： ] • • 
I x x i 
Q與世界聯骤 • • c • • 




•沒有電腦 •沒有興趣 •沒有連接網路 • 其 他 
13.你一天中平均上網多久？ “ 
• <30分鐘. • 31-60分鐘. • 61〜120分鐘. • 121〜240分鐘 • 241分鐘或以上 
14.你上網之目的爲？請排列出前五項. 
•搜集資訊 •電子郵件 • 聊 天 3 玩 遊 戲 • 購 物 
•下載檔案 • 沒 事 做 •其他（請舉例 ） 
15.你所潮覽之網站爲？請排列出前五項. 
• China.com • Sma.com.cn • I63.com • sohu.com.cn • chinese.yahoo.com 
• amazon.com • 其 他 ( 請 舉 plj ) • 
: i頂盒 (WebTV) 
你曾經聽過機頂盒嗎？ 
口 有 •沒有（跳至第1 8題） 
I7 .你從那處得知機頂盒的資訊？ 
a 報 紙 • 雜 誌 • 電 視 •商業廣告 • 網 路 
•別人口中 • 其 他 
你認爲機頂盒是？ 
• 一種新款的電視 • 一種新款的電腦 • 一種遊戲產品 • 一種小型機器讓你•其他 
可上網 
你擁有機頂盒嗎？ 
a 有 •沒有(跳至第2 6題） 
你使用機頂盒之目的爲？請排列出前五項. 
•潮覽網頁 • 新 聞 •搜集資訊 • 聊 天 • 購 物 
Q 娛 樂 a T載檔案 •玩網路遊戲 •搜尋有關電視節目的杳訊 
•寄電子郵件至海外•寄電子郵件至本地•沒事做 • 其 他 、 
親友 親友 
广.家中誰使得機頂盒之時間較多？ 
I 口父親 • 母 親 •長子或長女 • 其 他 
么機頂盒是誰購買的？ 
、 a 父 親 • 母 親 • 子 女 •別人送之禮品 • 其 他 
、機頂盒是在那裡購買的？ 
• Retailer •賣電視之商店 • 專 賣 店 • 其 他 
k你所擁有之機頂盒的品牌是？ 
a 聯 想 a TCL • 微 軟 • 長 虹 • 索 力 
• 菲 利 普 •其 f f e  
、你知道的機頂盒品牌有？ 
Q 聯 想 a TCL • 微 軟 • 長 虹 • 索 力 
• 菲 利 普 • 其 他 “ 
\vebTv 是 機 m ， - s m m m j m m m . 你 可 一 邊 喜 愛 的 節 目 ， - m m m w . m m m ^ i ^ m . m m i 
更 i rm的價格，更容^^之與介面獲得 s i j的經驗及享受. 
\依以上對機頂盒之描述， 非常同意 同意 無 意 見 不 同 意 非 常 不 同 意 
L我願意嘗試機頂盒這種產品 • • • • • 
！;-我認爲機頂盒是： 
昂貴 • • • • • 
)使用高科技 • • • • • 
！ 
I x x i i i 
口使用方便 • • • • • 
^ "『以資擔 • • • • • 
Q家庭聚齊 • • • • • 
Q比電脳優勝 • • • • • 
Q現代化/追得 . . t潮流 • • • • • 
Q财富之象徴 • • • • 
Q提供娛樂之介面 • • • • 5 
= 其 他 • • • • • 
我認爲機頂盒需具備： 
•方便客戶使用之介面•容易在電視及網路之間做轉換的功能 • 其 他 
你使用機頂盒之目的爲：請排列出前五項 
•電子郵付： •潮覽網頁 • 玩 遊 戲 •團體活動 • 新 聞 
• 搜 尋 有 關 電 視 節 目 。 其 他 
的資訊 
你認爲機頂』盒之合理價格爲？ 
• 1000 元或以下 • 100[-1500 元 •丨501 -2000 元 • 2001 -3000 元 • 3001 -4000 元 
• 4001 -
 5
0 0 0元 • 5000元或以匕 
在我購買前，希望有試用期. • • • • • 
32.若機頂盒陳列在電視旁，我會考慮購買. • • • • • 
若機頂盒價格合理，我會考慮購買. • • • • • 
若我大部分朋友使用機頂盒，我會考慮購買. • • • • • 
35.我寧願購買電腦. • • • • • 
我寧願在公司或學校使用網路. 
我寧願在網路咖啡館使用網路. • • • • • 
我寧願只看電視. • • • • • 
若機頂盒之分銷網路完備，我會考慮購買. • • • • • 
編 人 蒲 
性別 
• 男 • 女 
年齡 
• 18 或以下 • 19-24 • 25-35 • 36-55 • 56 或以上 
教育程度 一& 
•中學或以下 • 大 學 •研究所或以上 
斗3.職業 
a 學 生 a 政 府 機 關 •科技行業 • 白 領 • 工 人 
•教育 /硏究 • 其 他 
每月家庭可支配收入 
• 1000 元或以下 • 1001 -2000 元 • 2001 -3000 元 • 3001-4000 元 • 4000 元或以卜 
估•家庭成員數目 
口 1 a 2 • 3-4 • 5 或以上 
&你居住在？ 
i a 北 京 a上：海 • 深 圳 • 廣 州 • 天 津 
• 重 慶 •其 f t k  
你在家中的角色爲？ 
• 父 親 • 母 親 •長子或長女 • ？女(非長子/女）口祖父母 
• 其 fte  
I 1 
I x x i i i 
Appendix 3 
Distribution of demographic characteristics of survey respondents 
S e x 
丨 知 O M 也 
. F e m a l e 
A g e 
o ! k o % 
i n 3 o % • 議 ow 
N ^ B • 2 5 - 3 5 
I ^ ^ • 36-55 
\ y • 56or above 
Educat ion L e v e l 
5 % 
^ ^ ^ • Secondary or 
( ' J w i k below 
Nv W P ^ • Master or 
i f l s ^ above 
I x x i v 
5 2% Occupation 
口 S 她 nt 
/ \ S 丨 j J ^ M 図 Government 
/ \ • IT industry 
V m / 
• Education/Research 
X 9% 
14%^ m Others  
Monthly Household Disposable Income 
7% 
\ m 1001-2000 






5 0 % 
I x x i 
Living Place 
• Beijing 
^ ^ El Shanghai 
^ ^ M M • Shenzhen 
•Guangzhou 
^ ^ ^ k 7 •Tianj in 
15% • Chongching 
3% 6% B Others 
Role in the Family 
0 % / 一 / \ 隨O t h e r 
• First Child 
V m. 
32% V y • Grandparents 
^ ^ • Others 
I x x v i i i 
B I B L I O G R A P H Y 
Text Books 
1. A COURSE IN BUSINESS STATISTICS 4™ EDITION, MENDENHALL BEAVER 
BEAVER 
2. CONSUMER BEHAVIOR, WILLIAM D . WELLS AND DAVID PRENSKY 
3. MARKETING 10™ EDITION, PRIDE FERRELL 
4. MARKETING RESEARCH： METHODOLOGICAL FOUNDATIONS, GILBERT A. 
CHURCHILL 
5. STRATEGIC MANAGEMENT： AN INTEGRATED APPROACH, CHARLES W.L.HILL 
& GARETH R.JONES 
I x x v i i i 
N e w s p a p e r and M a g a z i n e and Organiza t ion 
1. A P E C SECRETARIAT PRESS RELEASE 31/97, N o v 2 1 , 1 9 9 7 
2. ASIA INTERACTIVE T V LEADER BY 2005 ： SOFTWARE AND SET-TOP BOX 
MAKER PREDICTS SHEER NUMBERS WILL PUSH REGION TO TOP OF RANKINGS 
L O A D - D A T E : APRIL 18’ 2001 
3. CHINA： C A B L E T V P R O G R A M M I N G , 1995 B A E F & L A A C C ’ S A I C 
INTERNET SOLUTIONS 
4. CHINA ENTERTAINMENT NETWORK NEWSLETTER 
5. CHINA INTERNET USERS SWELL TO 12.3M, LATELINENEWS： 2000-6-7 , 
w w w . m u z i . c o m 
6. CHINA INTERNET USERS DOUBLE TO 17 MILLION LATELINENEWS： 2000-7-27 , 
w w w . m u z i . c o m 
7. CHINA TO HAVE WORLD'S SECOND LARGEST NET-POPULATION IN 2005 
LATELINENEWS： 2000-5-4，www.muzi .com 
8. CHINA'S STATE ADMINISTRATION OF RADIO, FILM AND TELEVISION 
9. CHINA STATISTICAL YEARBOOK 1998 
10. CHINESE ENTERTAINMENT NETWORK NEWSLETTER 
11. COMPUTER TIMES NOVEMBER 2 0 0 0 
12. DOING JUSTICE TO WEBTV； P L U G G E D IN / 1997 GLOBE NEWSPAPER 
COMPANY THE BOSTON GLOBE, JUNE 1 2 , 1 9 9 7 , THURSDAY 
13. Focus ON CHINA FREQUENCY TELECOM FIRMS LOOK FOR CONNECTION WITH 
LEADER 1997 GANNETT COMPANY, INC. U S A T O D A Y OCTOBER 3 0 , 1 9 9 7 
14. I N T E R N E T A P P L I A N C E S : P C M E E T S T H E T V BRIGHT PROSPECTS FOR 
I x x v i i i 
THE RIGHT 'BOX, THE FINANCIAL TIMES LIMITED FINANCIAL TIMES 
(LONDON), MARCH 5 , 1 9 9 7 
15. ON THE 2 0 0 0 NATIONAL ECONOMIC AND SOCIAL DEVELOPMENT 
16. OVERV正W OF THE TELECOMMUNICATIONS INDUSTRY, PLUNKETT RESEARCH, 
LTD. 
17. PAUL BUDDE COMMUNICATION, INFORMATION HIGHWAYS AND 
TELECOMMUNICATIONS IN ASIA 2 0 0 0 ) 
18. PHILIPS LICENSES MICROSOFT T V SOFTWARE； MICROSOFT SUPPORTS PHILIPS 
SET-TOP BOX PLATFORM, w w w . p h i l i p s . c o m , SEPTEMBER 08，2000 
19. STATISTICAL COMMUNIQUE OF THE PEOPLES REPUBLIC OF CHINA 
20 . THE DIFFERENCE BETWEEN TELEVISION AND COMPUTERS AS MEDIA, JAKOB 
NIELSEN'S 
21 . THE ECONOMIST： POCKET WORLD IN FIGURES ： 2 0 0 0 EDITION 
2 2 . W E B T V NETWORKS, INC. 
I x x i i i 
R E F E R E N C E 
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